The purpose of this study was to determine the level of service quality from the point of customers ' view 
Introduction
Strategy is a kind of organizations' plan which takes into account its ability to perform certain tasks. Customeroriented strategy puts customers and their needs first. The first step to understand customer's needs is the implementation of customer-oriented policy. Therefore, the study of service and product quality is the beginning of the way towards customer orientation.
Multiple researches confirm the great meaning of customer orientation in the process of delivering the service (Schneider et al., 1980; O'Connor et al., 2000) . Literature describes well the difference between service and product. Services stand out by their intangibility, heterogeneity and simultaneity of production and consumption (Levitt, 1981; Zeithaml, 1981) . It needs to be mentioned that we may have to deal with both service and customer orientation. K. Frimpong and A. Wilson (Frimpong & Wilson, 2012) indicate that overall customer orientation can be defined as a service culture or a business philosophy, as well as a behavioural construct or as a personality trait surface. Service orientation plays an important role in helping customers and providing an appropriate service. Thus, in this perspective, focusing on customer and service orientation is conceptually similar.
Evaluation of service quality is closely linked to customer satisfaction and loyalty. Satisfaction arises when the convergence between what customers expect and what is received. Customer satisfaction takes its origins from global quality revolution (Derek, 2004) . The first customer satisfaction survey took place in the early eighties of the twentieth century. The works of (Oliver, 1980; Churchill & Surprenant, 1982; Bearden & Teela, 1983) deal with customer satisfaction and its proceedings (Derek, 2004) . The researches prove that satisfied customer will re-buy (Bernhardt et al., 2000 , Eskildsen et al., 2003 . On the other hand, loyalty is a result of customer's satisfaction when compared to the quality of services provided. Customer-oriented companies are able to increase customer satisfaction through proper diagnosis and customer expectations by providing high quality services (Lee et al., 2010) . In studies of customer satisfaction it is important to determine satisfaction factors, which include the level of meeting customers' needs among others (Soloma, 2010) . It should be noted in assessing of service quality price-service relationship as a factor in deciding whether to make a purchase or not. The customer decides if the service is worth the price required. At the same time the company should strive for a quality that would be available to the client (Huber et al., 2001) .
More and more companies are trying to retain customers by proposing different types of loyalty programs. In a rapidly changing environment of customer orientation, the studies on customer's behaviour, taking care of his affection, are the elements of strategic management (Heuttinger & Cubrinskas, 2011 ). Client's loyalty is determined by the value of services, service quality and customer service (Virvilaite et al., 2009) . Those relationships are based on the customer service. Customers return as an appreciation of what they received (Huettinger & Cubrinskas, 2011) .
From the business point of view, customer orientation is not just a trend. It needs a belief that this approach will increase customer's satisfaction. Companies should make every effort to meet the needs of their customers. Customers' satisfaction is one of the vital factors in creating a competitive advantage (Lee et al., 2010) in the market. The research on the influence of customer orientation on perceiving customer service quality, and their behaviour shows that customer orientation positively influences customer service quality perceiving and affects quality of service and customer value directly. This means that quality of services is the best way to assess customer's orientation. Consumers evaluate the value supplied by the company, and they create it as a basis for assessment of the level of customer satisfaction .
Customer focus allows companies to acquire and assimilate the information that is necessary for the implementation of marketing strategies by introducing more favourable solutions for customers . "Customers' satisfaction and value are identified as functions of consumers' service quality and all three are posited to affect directly purchase outcomes" ). Let's keep in mind that it is difficult for service delivery to separate the process of consumption from the production process, and therefore the staff and their behaviour in the interaction with the customer play very important role. Many studies confirm the importance of employees in the creation of service quality (Parasuraman et al., 1985; Gronroos, 1984; Tsai et al., 2008) , especially in financial services (Witkowska, 2011) .
"In service markets, company's employees play an essential role in the quality provided and in the establishment of long-term relations with customers, which is one of the reasons why human resources management is of special strategic relevance in the service industry" (Santos Vijande et al., 2012) . The more employees are happy, motivated, better treated, the more open are they to the clients and service (Santos Vijande et al., 2012) .
The aim of this study is to determine the level of social insurance service quality. This paper presents the importance of the quality of insurance services research. Due to the study, social security institutions can identify customer's needs and provide high quality service after the verification of occurring gaps.
Insurance is a part of the financial market and plays an important role there (Witkowska, 2012) . In the insurance market we are dealing with the economic and social insurance. Social security insurance includes: retirement, disability, sickness and accident. However, business insurance can be divided into property and casualty. Social security ensures the social minimum for people who: have reached retirement age, have had an accident or become sick. The objective is to protect economic security of property, and life and health of the insured. Institutions offering insurance cover should take care of the quality of services and quality customer service. And so the strategy of customer orientation in the insurance market seems to be the right course of action.
Method and Research Hypotheses
The purpose of this study was to determine the level of service quality from the point of view of customers using the services of institutions offering social insurance. SERVQUAL method is a widely known instrument for measuring service quality (Parasuraman et al., 1988) . It is a universal tool for measuring perceived service quality and external customer satisfaction with regard to two essential attributes of services: service process and its service result (Jarzebski, 2008 , Yousapronpaiboon & Johnson, 2013 . "SERVQUAL is one of the most powerful measurement tools for identifying the customer's service level for any organization" (Haque et al., 2012) . SERVQUAL focuses on the service attributes (Zeithaml et al., 1996) . Also this method can be used by both qualitative and quantitative research (Ahmad & Sungip, 2008) . Zeithaml, Parasuraman and Berry (1996) defined service quality from customer's view rather than based on internal performance measures. Therefore, service quality is customer's perception of the superiority of the service (Ahmad & Sungip, 2008) . SERVQUAL method was applied, using a seven-point Likert scale. The study was conducted among 216 clients of Social Insurance Institution (SII) and the Agricultural Social Insurance Fund (ASIF) in 2011 in the north-eastern Poland. Five test areas (tangibles, reliability, responsiveness, assurance and empathy) consisted of 20 questions. SERVQUAL method developed by the team of A. Parasuraman (Parasuraman et al., 1985) had been extended with minimum quality of service. So it was possible to define perceived, expected, and minimum quality of service. Identification of the gaps between perceived and expected quality (gap 1) and between perceived quality and minimum (gap 2) allows to assess a service organization for effective and efficient customer service policy. The gaps identify the areas to which the company should pay a particular attention. So, the method shows if and how well the organization meets the expectations of the client and where the greatest discrepancies occur. Additionally, it verifies the validity of the various dimensions. For this purpose, analysis of Fridman variance was used.
Evaluation of service quality is very difficult and subjective. In the cases in which customer expectations are higher than the services perceived, a negative gap 1 occurs, which means that the organization does not meet customers' requirements. If this gap becomes positive or equal to zero then we are dealing with a full customer satisfaction (Nieżurawski et al., 2010) . This result is sometimes very difficult to achieve for the company. However, full customer satisfaction is possible by conducting systematic research, analyzing the results and through implementation of the proposals. The gap 2 informs the company that perceived quality is within the minimum quality designated by the customer. If so, it takes a positive value if it is not negative. This situation is very dangerous for the organization. Not meeting the minimum requirements is a warning sign telling that the client expects something completely different.
In order to verify Hypothesis 1, Mann-Whitney and Kruskal-Wallis tests were used, which aim to examine the existing relationship between demographic, social characteristics of participants in the study and the level of quality of service policy. Test Mann-Whitney, like most non-parametric tests, is performed on ranked data (MacFarland, 1998) . Kruskal-Wallis test is applicable to more than two sample groups (Business Dictionary).
Until now, there hasn't been carried out a study exploring the level of service quality and its determinants from the point of customers' view using the services of institutions offering social insurance on Polish market. Based on the literature review presented above, the researchers consider the following hypotheses:
H1: Demographic and social factors (gender, age, education level, place of residence, income) are affecting the level of perceived service quality.
H2: Assurance dimension has the highest impact on perceived service quality.
H3: Tangibles dimension has the lowest impact on perceived service quality.
H4: The biggest gap between expected and perceived service quality is in the responsiveness area.
Results and discussion
First, the study identified the importance of specific areas from the point of customers' view. Customers divided hundred points into the five areas, rating the importance of service quality of the area. According to the surveyed areas, assurance dimension was rated as the highest (25,26), the lowest tangibles dimension was rated 14,62. The difference is more than 10 points. The respondents also highly evaluated responsiveness area (23,51). The next most important areas are: reliability and empathy (Figure 1 ). The respondents paid great attention to the competence of the support, which consists of: workers' knowledge, how it is shared, kindness, and also whether the employee raises customers' confidence and gives them a sense of security. Another area significant to the surveyed was responsiveness dimension, where the employee plays a very important role. First of all, it's how employee responds to customer requests, or his willingness to help, and providing services efficiently and on time. Two-way analysis of Fridman variance shown that there is a statistical correlation between the different areas.
It should be remembered that in the case of service, staff is a key element influencing the quality of assurance (Urban, 2008) , which was confirmed by the studies carried out. In the second part of the study there were identified perceived, minimum and expected levels of service quality. Customers evaluated 20 factors in the seven-point scale, where 1 is unimportant factor, 7 -very important factor.
The average assessment of perceived quality (Table 1 ) below 5 was obtained for two factors: The employee uses modern equipment, software, etc., and Contacts with the employee provide a sense of security. Interestingly, the first factor comes from tangibles dimension, which generally has been assessed by the respondents as the least important. The second factor is from assurance area, which was evaluated as the highest. The factor from tangibles dimension obtained average rating of 5,57 at the highest level: Employee is well maintained and elegantly dressed. Thus, the highest and the lowest scores for factors were located in two dimensions: tangibles and assurance. It should be noted that factor -The employee is well maintained and elegantly dressed, which was rated as the highest, is characterized by the smallest diversity in comparison with other variables in the study, which further confirms that the respondents had a similar opinion. Tangibles area also has the lowest coefficient of variation -23 %. The highest differences were observed for responsiveness dimension -28 %. In this case, the coefficient of variation for two factors: The employee is always willing to help and resolve customer and Employee has the time for the client and responds promptly to his requests stood at 30-31 %. So in this area we are dealing with the highest variability in the results of the customers surveyed institutions.
Collected results of the research show that average rating for the quality of perceived service was at the level 5,24. The lowest assessed quality in the area was of tangibles (5,18), followed by the dimensions of reliability (5,21), responsiveness (5,24). The most preferably rates were the quality in the field of assurance (5,25), and empathy (5,31). The respondents also identified their requirements for service quality. The surveyed clients had the greatest expectations in relation to the dimension of responsiveness -6,37. The smallest rank was given, in turn, to the dimensions of tangibles (6,17) and assurance (6,24). The largest gaps (gap 1) between the quality of the perceived and the quality of the expected was observed in responsiveness dimension -1,13 and reliability -1,04. The gap in other dimensions stood at -1,03 (Table 2) . 
Legend: G1 -gap 1 = P-E, G2 -gap 2 = P-M. E -Expected quality of service, P -Perceived quality of service, M -Minimum quality of service.
Looking at the various factors, the only one Worker uses modern equipment, software, etc. shows the gap -1,30. But in the same area there was observed the lowest value of the gap of the factor of Employee well-kept and well-dressed -0,67. SII and ASIF customers participating in the study also described their minimum requirements relating to different dimensions and factors. Minimum quality is the level of service that customers are willing to accept, even though believe that quality should be higher. In this matter, customers have the lowest requirements in relation to the dimension of tangibles (4,94), which also plays in their opinion an unimportant role in all the areas studied. In terms of minimum quality of service reliability, it was measured at 5,12. However, in three other areas, the quality of this was at the level of 5,16-5,17. The value of the gap 2 (the difference between perceived quality and minimum quality) achieved the best possible level in the tangibles (0,24). In the area of reliability, responsiveness and assurance assessment of the perceived insurance services remained at the same level as minimum rating (gap 2 -0,08-0,09).
Arithmetic mean of the total gap 1 measure was at the level -1,03, the gap 2 -0,13. The level gap of 1 means that, in the surveyed organizations, we deal with discrepancies between what customers expect and what they receive. Interpreting the gap 2, we can see that perceived quality of insurance service coverage is greater than or equal to minimum quality. For the surveyed institutions it is a favourable situation.
The respondents for the assessment of individual factors in the five dimensions used the scale from 1 -very unimportant factor to 7 -very important factor. In three dimensions, tangibles, reliability and assurance, the 216 surveyed usually evaluated services' quality at the level of 5 (Figure 2) . In responsiveness dimension and empathy there was dominating 6 rating. Most of the lowest assessments (1 to 3) are for dimension of responsiveness in total, they accounted for 14,01 %, then 12,65 % for dimension of reliability and assurance has 12,23. However, at least the lowest assessments were given to tangibles dimension (9,72 %), and empathy (10,55 %). Most of the highest evaluations (6 and 7) were acquired by responsiveness area -49,89 %, followed closely by the dimension of empathy -49,54 %. Quality of insurance services due to the demographic and social structure of respondents
The level of quality insurance services also identified demographic and social structure of the respondents. Demographic and social summary is shown in Table 3 .
Women assess the quality of perceived insurance service better (5,30) comparing to men (5,13). Expectations are at the same level, whereas in relation to the minimum level, women are more tolerant. However, gender does not statistically affect the assessment of the quality of insurance services. The highest perceived quality of services provided by the Agricultural Social Insurance Fund and Social Insurance Institution with the result of 5,26-5,28 was evaluated by the customers with secondary and higher education. Second place in this respect was taken by people with professional education of (5,22). The biggest discrepancy was noted in the scale compared to those with primary education. At the same time they have the lowest expectations for quality of service. Statistically education does not affect the assessment of the quality of insurance services. Finally the best perceived quality of service was evaluates by people aged 51-65 years -5,70, the worst was evaluated by people aged up to their 20's -4,67. There is a statistical correlation between the assessment of perceived quality of insurance services and the age of the respondents. The youngest surveyed people have very high expectations. The respondents who live in the biggest towns of 100 000-200 000 residents appreciate the quality of perceived services very much (5,88). The least positive opinion about the perceived quality of service was expressed by the urban residents from 50 000-100 000 residents. There was a statistical correlation between the quality of perceived, minimum of earnings and place of residence. Analyzing income of the respondents it was noted that the more the respondents earn, the higher they score the service. Statistical relationship exists for the expected quality of insurance services and income respondents.
Woman aged 51-65 with secondary or higher education, living in a big city, with revenues of more than 5 000 PLN is the person who assessed the highest perceived quality of insurance services. The lowest assessment was by a young man of 20's with primary education, living in a city from 50 000-100 000 residents with incomes up to 500 PLN. Legend: E -Expected quality of service, P -Perceived quality of service, M -Minimum quality of service. G1 -gap 1 = P-E, G2 -gap 2 = P-M.
Larger discrepancies between perceived quality and expected quality were observed between men. Women have lower requirements in relation to the services provided and assess higher the perceived quality. The biggest gap 1 was observed between young people participating in the study (up to 20 years) -1,69. These people definitely perceived the lowest rate of the service quality.
Conclusions
Increase of the level of customer satisfaction and consequently getting customer loyalty organization can be achieved through active clients' participation in the whole quality assurance process. A customer oriented company aims to the proper handling in order to provide services at the highest level. To achieve this, it is worth looking at the expectations of clients and their assessments of the current level of service.
Hypothesis 1 was verified as partially positive. The study showed that such characteristics as gender and education did not affect significantly the assessment of quality of insurance services. However, in the case of age, it was observed that it has an effect on the perceived insurance services quality. The place of residence affects the assessment of perceived quality and minimum insurance services quality. The level of monthly incomethe social characteristic -has an impact on the assessment of quality insurance services, but only in the expected quality.
Hypothesis 2 was verified as positive. Area of assurance according to the respondents was considered as the most important in assessing the quality of insurance services. Therefore the surveyed institutions, the Social Insurance Institution (SII) and the Agricultural Social Insurance Fund (ASIF), in their efforts to improve the quality of insurance services and customer support should focus on the professional preparation of their employees to work with customers.
Of the five areas studied the tangibles dimension has been assigned the lowest impact, which positively confirms the third hypothesis. In this area the gaps have been the most preferred for the test organizations (gap 1 -at -0,99 and gap 2 -0,24).
The biggest gap 1 at the level of -1,13, shows the biggest discrepancies between how respondents rate the actual quality and expectations that have been demonstrated in responsiveness dimension. Again, the gap 2 was at the highest level of research areas, which positively supports hypothesis four.
The aim of this study was to determine the level of insurance services quality provided to customers using the services of SII and ASIF. Systematically conducted research will improve the work of surveyed institutions and increase the level of customer satisfaction. In the analysis of experienced quality services, customer expectations defined at the minimum level identify what service quality customers are willing to accept. In addition to the areas, it indicated that the respondents require the most attention and are critical in assessing the quality of data organization. The survey helped the Social Insurance Institution and the Agricultural Social Insurance Fund to identify effective approaches used by market-driven organizations to monitor and improve customer satisfaction. Furthermore, the study will allow improving responsiveness and effectiveness of service providers in target areas.
